From the start, it was made clear that the campaign was not specifically intended to market the IOC as a governing body or to advance the Olympic brand, per se; rather, the campaign was positioned as raising awareness of the Games and building further interest in and excitement for Sydney 2000. 4 On this point, Lee Clow, Chairman and Worldwide Creative Director of TBWA, described the campaign as not being about advertising in the 'traditional sense . . . [rather] it's about reminding the world of the values and dreams the Olympics represent'.
5 He went on to say: 'the Olympics is the ultimate celebration of humanity; we want the whole world to be able to participate in that celebration.' 6 * * * Much has changed in the intervening decade-plus since Celebrate Humanity debuted in 2000. At the time of its launch, the notion of a 'global village' -originally proffered by media theorist Marshall McLuhan to refer to the global interconnectivity of individuals via rapid advancements in communication and satellite technologies, and the resultant breakdown of borders manifested therefrom -was quickly becoming part of the everyday Western vernacular.
7 The so-called dot-com bubble was still a few months away from bursting, with the previous five-year period of the late 1990s showing extreme growth and financial speculation in online and digital technology companies that were, to quote New York Times columnist Thomas Friedman, 'flattening' the globe and effectively bringing everyone 'closer together' on a more equal playing field.
8
Within this context, issues concerning multiculturalism, diversity and inclusivity were rapidly moving to the forefront of popular discourse as well: throughout the early 1990s, we witnessed such notable interventions as Michael Jackson's 1991 race-morphing music video 'Black or White'; Maya Angelou's landmark 1993 Inauguration Day recitation of her poem 'On the Pulse of the Morning', which captured 'the significant discursive shift from 'melting pot' to 'mosaic'; 9 the 1990 release of a line of (albeit essentialising) 'Multicultural Barbie' dolls; 10 and the provocative 'United Colors of Benetton' advertising campaign for clothing brand Benetton (which debuted in 1989 and continued in the years that followed), all situated within -and endorsing -'diverse', mosaic future-present. Likewise, as Lauren Berlant has chronicled, 1993 saw a Time magazine special issue titled 'The New Face of America: How Immigrants Are Shaping the World's First Multicultural Society' make concrete and definitive this turn: on the cover, a computer-generated image of a female face digitally created out of numerous ethnic and racial portraits was meant to represent the future, multicultural face of America.
11 This development was not only attributable to the United States; Europe, too, was dealing with various engagements with multiculturalism. Most notably, this was witnessed in Great Britain, which in 1997 saw Tony Blair's Labour government effectively
